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Theme

Interactive marketing Is an
essential strategy in today’s
uncertain economic times.
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What is Interactive Marketing?

* Definition
— Interactive marketing is the ability to
address the customer, remember what
the customer says and address the
customer again in a way that illustrates
that we remember what the customer,
has told us.

Deighton (1996)
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The Interactive Marketing Hierarchy

Interactive Marketing

Interactive Social Media Interactive
“conversation” g “expression” “conversation”
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Agenda

 Why Interactive Marketing?

« How are ACCED-I Members
Performing?

« What Proven Practices Should | Be
Leveraging?
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The Legacy Advertising Model Wanes...

FACTOID . Legacy | « Research: from 2002 - 2004
Mass Advertising — Ads are a good way to learn
communication — Awareness about new products - 31%
Is losing its
power over the — Preference — | bL_ly products because of
customer. _ Consideration their ads - 20%

— Purchase

decision Source: Forrester Research
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A recent study by market
research firm Yankelovich finds
that more than half of American

adults think they-know-more
about the productszand:services

S/l N " P

they shop farthan-the: e—

. A&IBing them in the stores.
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We Have to Think How Buyers Buy...

FACTOID “Where would be the first place you would go online to find out more about
a product or service?”
Agross e_‘” Budget ranges
price points, =
buyers go <3500 15%
through the $500-$1,000 14% 67%
search 61%
. : $1.000-$2 500 20%
engines first
to find out $2 500-$5,000 15% a9%
$5 000-$10 000 -t B0% Search engine
$10,000-$50,000 259 a4 W Known manuf. of
the product
£50,000+ 20% o0% m Portal for the
* industry
source: Enguiro, October 2004 Base: approx. 1500 business respondents
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Summary: Why Interactive Marketing

1. How buyers buy
Delivers control and value
3. Reduces transaction costs

N

 In today’s presentation, we will
focus on interactive marketing
channel use for:

— Websites
— Search engine optimization
— Emall
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Agenda

 Why Interactive Marketing?

« How are ACCED-I Members
Performing?

« What Proven Practices Should | Be
Leveraging?
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Study Methodology

« Randomly selected 54 ACCED-I members
« Value of your “online footprint”

— Can buyers accomplish their goals?

— Can they find you?

— Are you giving them compelling reasons to
respond?

- Research sponsor
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Evaluation Questions

1. Does the home page provide clear information
giving a user confidence that they have arrived at
the right place? Do you understand what they do?

2. Is the content logically classified with clear menu
categories?

3. Does text formatting and layout support easy
scanning for information?

he site provide clear information on the
es including images and descriptions?

he site provide facility, catering, and/or
e pricing?
he site provide clear information on services?
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Findings

« 76% failed the Online Footprint Value
Assessment
 The problems?

— For 31% of the sites reviewed, it was difficult
to understand the “product”

— 46% didn’t provide clear menu categories

— 68% fail to provide transparent information
on pricing

— 44% of the sites did not provide clear
Information on the services actually offered

— 89% of sites could not be located using an
Internet search on keywords
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Value Assessment

"How are ACCED-I members performing online?"

90 - 100% Best practice 6 11%
80 - 89% Very good 2 4%
60 - 79% Needs help 5 9%
50 - 59% Failing 8 15%
0-49% Really failing 13 24%
Negative rating Woeful 20 37%

54 100%

Source: DemandEngine

Interactive Marketing Essentials Presenter: Tim Copeland Slide 15
Copyright 2008. All Rights Reserved.




1/3 Aren’t Clear About What They Do

Does the home page provide clear information giving a user

confidence that they have arrived at the right place? % N
Strongly Agree 26% 14
Somewhat Agree 43% 23
Neither Agree or Disagree 0% O
Somewhat Disagree 9% 5
Strongly Disagree 22% 12

100% 54

Source: DemandEngine
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Almost Half Do Not Use Clear Menus

Is the website content logically classified with clear menu

categories? % N
Strongly Agree 11% 6
Somewhat Agree 41% 22
Neither Agree or Disagree 2% 1
Somewhat Disagree 22% 12
Strongly Disagree 24% 13

Source: DemandEngine
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1/3 Are Difficult to Scan

Does text formatting and layout support easy scanning for
information?

Strongly Agree 28% 15
Somewhat Agree 37% 20
Neither Agree or Disagree 4% 2
Somewhat Disagree 17% 9
Strongly Disagree 15% 8

Source: DemandEngine
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#1. Value Delivered — Brock University

= Conference & Event Services - Brock Uinfversity - Windows Internet Explorer

@?_;.v £ | bt [ e Brocky . cafcomimnity senvices fconference/ | e[
Best Practice i Pl ER Vew Favortes Tods el
) W0 G | @8 conference & Event Services - Brock University BB i
Be clear in what | :
you do! Don’t
forget the
variety of

audiences that
may search for
you.

Academic Conferences
Religious Retreats
Groups
N et Facibiies Sports Groups

Tour Groups

Conferences & Retreats G:ﬁm

Conference &

Event Services
Telephone: 905-688-5550 x3369

mmuaerewe | Brock University
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Best Practice

Clearly explain
your “sales
process” and
make forms and
pricing available
online.

#2. Value Delivered — College of DuPage

(6] College of DuPage Conference and Event Services

Academics | Activities | Admissions | Catalog | Classes | C.0.D. Online | Counseling/Advising | Financial Ald | Library | Records | Registration
—— ;

Mission Statement
Facilities

Conference Room Set-up
Capabhilities

Catering Guide

Maps and Directions

Price Structure (PDF)

Terms and Conditions {PDOF)
Liability Insurance (PDF)
Customer Feedback (POF)

Preparing for a Meeting
or Event (PDF)

Interactive Marketing Essentials

Conference and Event Services

The primary purpose of the Conference and Event Services office s to
coordinate the rental of Colege of DuPage faciites by non-C.0.D,
[external} groups. For these groups, CES coordinates all services.
ncluding auvdio-visual eguipment. dining services, operations and
Public Safety.

A sscondary purposs of the CES office & to provide sudlary services,
which inciude portable staging and scund systems along with event
technicians upon advance event confirmation of the requesting
department. CES is an ausilary funded cperation and all services

provided shall be biled on a chargeback bass for ntermal departrents.

A tworweesk advance notice s reguired to schedule these services,

BPl | Calendar | Employmant | The MAC | Maps and Directions | Public Radic | Resources | Visitors Guide | Search | Site Index | Contact Us

Conference and Event Services
Instructional Center {IC),

Room 1084

{630) 942-3950

Sandra Carbon-Sheldon
Conferance and Events Specialst
{E30) 942-3952

Liza Sago

Conference and’ Events Specialst
(E30) 542-3953

Joe Llereza

Technical Event Supenvsor
(E30) 342-3951

Helpful

Tl
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#3. Value Delivered — University of Colorado
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